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Abstract. This article explores the scientific and methodological aspects of the interconnected development of 
technological, marketing and organizational innovation. It is based on the linkages between marketing innovation 
and technological innovation. The ways in which marketing innovation can be effectively utilized in enterprise 
operations in Uzbekistan. 
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1. Introduction 
Rapid introduction of modern innovative marketing technologies in economic, social and other sectors using 
effective marketing methods is an important condition for the dynamic development of the Republic of Uzbekistan. 
President of the Republic of Uzbekistan September 9, 2018   "On approval of the Strategy of Innovative 
Development of the Republic of Uzbekistan in 2019 - 2021"   The special resolution PF-5544 outlines "Achievement 
of the Republic of Uzbekistan to be among the 50 leading countries in the Global Innovation Index Ranking by 2030" 
and a number of other objectives for innovative development. Successful implementation of these tasks will require the 
solution of scientific, methodological and practical problems aimed at the development and implementation of 
innovative marketing strategies at our enterprises. 
A number of scientific studies on the development and implementation of marketing innovations in the world 
practice have been conducted, and their methodological bases will help to establish the appropriate approaches to the 
development of innovative marketing strategies in domestic enterprises. 
2. Literature review 
The first scientific innovations in marketing innovations were introduced by Theodore Levitt in 1960 and justified 
their impact on the effectiveness of enterprise operations1. 
Many large companies and their labs around the world create many innovative products, but they rarely introduce 
marketing innovations. Marketing innovations often occur in the unknown, unplanned and random, outside of the central 
core of networks because of coincidences. 
Innovation is the main tool for ensuring competitive advantage of the enterprise and increasing its economic 
efficiency2. Innovation is characterized by product, process, organizational and marketing innovations3. 
Most research focuses on product, process and organizational innovation4. Increasing competition in the global 
market suggests that marketing innovations are a process involving enterprise growth, competitiveness, and strategies5. 
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However, this does not mean that marketing innovations have just come into play, but in general terms we do not 
keep statistics on such concepts and that they are reflected in other regulations, such as the OLOJECTIVES AND 
SCOPE OF THE MANUAL. Accordingly, in 2005 OSLO was included as a separate section on marketing innovations 
and was reflected in statistical reports of countries around the world. 
Also, strategic marketing theories have little focus on marketing innovation. Marketing capabilities of the enterprise 
are determined by the increase in sales of products and services6. 
The emphasis is on data collection, dissemination, analysis and environmental conservation7. Innovative marketing 
marketing opportunities and enterprise competitiveness are interrelated concepts8. Marketing plays a key role in 
securing the competitive edge, and marketing within the competitive strategy plays the usual role. 
Marketing opportunities are the key to not only innovative development but also success in the innovation market. 
As marketing innovations are officially incorporated into OSLO, collecting information on marketing innovation has 
enabled researchers to conduct research in various areas. Therefore, it is important to note that research in this area is 
insufficient in many countries of the world. It is worth noting that marketing innovation research has been conducted 
mainly in Europe and Asia. Scientists in our country, especially in the USA, have not done enough research and there 
is insufficient scientific research on the development and implementation of innovative marketing strategies. 
While managing corporate innovation in production processes, as well as introducing new and new products, it also 
strives to create and keep track of the effectiveness of marketing by introducing innovative technologies ”[3]. According 
to Livvit, marketing innovation is seen as a process that is ignored by businesses and occurs spontaneously or by 
accident. 
Many current studies have found that beyond product innovation, that is, there are cases where economic efficiency 
cannot be achieved by simply linking it [4]. 
In general, it is important to develop systematic approaches to which marketing innovations should be widely 
studied. It can be seen that these conceptual approaches provide a comprehensive analysis of innovative marketing and 
its study as a separate area of marketing. 
When studying the methodological aspects of the formation of marketing innovations it is necessary to find the 
answers of following questions: 
what are marketing innovations and how they will change over the life cycle of the industry; 
what impact does marketing innovation have on enhancing enterprise competitiveness and market leadership? 
What synergistic effect is observed as a result of the introduction of marketing innovations? 
These issues need to understand marketing innovations, determine the dynamics of its development, frequency of 
industry growth, compare product or production innovation with marketing innovations, and identify interrelated 
development and change. 
In the following process, we examine the impact of marketing innovation on enterprise development and assess the 
impact of technological and organizational product innovation on marketing innovation. The introduction of marketing 
innovations in close contact with product innovations is an urgent issue, as the old methods of introducing new products 
into the market are ineffective. The use of old marketing techniques to enter the market with a new product does not 
ensure the sufficient volume of sales of the new product. 
Application of marketing innovations can increase value added, reduce costs and increase consumer value of new 
products and services [5]. 
In general, it is desirable to use marketing innovation in business processes as the process of organization of 
marketing activities, communication, value creation, customer relations management. 
As mentioned above, the dynamic of marketing innovation applies. These dynamics are three-tiered (bottom, 
growth and specific), during which innovation may vary with radical and counter-productive processes relative to the 
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Figure 1. Dynamics of marketing innovation 
 
According to Figure 1, innovation in enterprises is dominated by brand innovation. However, in the later stages of 
innovative development there is a rapid growth of economic development or marketing innovation in marketing 
innovations. In most cases, the focus of companies is on product innovation, and the emphasis on marketing innovations 
is reduced. However, the results of increased competition in the market force marketing innovations to push companies 
to do so. 
3. Analysis аnd results 
In total, 4,662 innovations were implemented in the industrial sector of the Republic of Uzbekistan in 2008-2016, 
of which 4620 were 97% technological innovations, 1.7% marketing and 1.3% innovation (Table 1). 
Table 1. Number of technological, marketing, organizational innovations introduced in the Republic of Uzbekistan for 
2008-20169 
Years 







2017 year 2046 1946 62 38 
2016 year 981  976 0 5 
2015 year 889 866 16 7 
2014 year 882 837 35 10 
2013 year 693 665 19 9 
2012 year 288 264 10 14 
2011 year 307 300 1 6 
2010 year 248 243 0 5 
2009 year 231 226 0 5 
2008 year 243 243 0 0 
Total 6808 6566 143 99 
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The industrial enterprises of the country implemented 143 marketing innovations in 2008-2017, covering the period 
of 2012-2015. In recent years, the trend of organizational innovation is growing. In total, in the Republic in all spheres 
in 2017 2046 innovations were implemented, of which 62 are marketing innovations and 38 are organizational 
innovations. 
4. Conclusion 
The analysis shows that the economy of Uzbekistan, especially the industry   Implementation of effective marketing 
innovations should be highlighted as key issues on the agenda, with particular emphasis on: 
 increasing the number of marketing and consulting firms serving the B2B market, the effective integration 
of industrial enterprises with them; 
 creation of “innovation centers”, “innovation incubators” in cooperation with educational institutions in 
industrial enterprises and creation of separate departments engaged in marketing activities for existing 
activities; 
 the use of innovative marketing technologies developed by foreign companies and used effectively in 
their work in accordance with national specifics and effective use of benchmarking; 
 Development of innovative marketing strategies aimed at effective promotion of the product along with 
product innovation; 
 establishment of special units for marketing innovation development of the Ministry of Innovation 
Development, established by the Decree of the President of the Republic of Uzbekistan dated November 
29, 2017, No. P-5264 "On the establishment of the Ministry of Innovative Development of the Republic 
of Uzbekistan"; 
Effective implementation of these tasks will help to further develop the economy of our country, increase the 
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